Background and Hypotheses
There has been monumental growth in the number of malls in India in the last decade. In 1999, there were just three malls opened in India; that number grew to 220 malls in 2006 and is expected to reach 715 malls by 2015 (Kuruvilla & Joshi, 2010) . However, this growth has not been accompanied by profitability and return on investment, which is a matter of concern for investors ("Pulse of Indian Retail," 2014). Pine and Gilmore (1999) posited that to fully engage the consumer, the consumer environment should offer four experience realms (i.e., educational, entertainment, escapist, and esthetic experiences), which they termed "the 4Es". Innovative marketing strategies, such as the experience economy 4Es, may create value for mall shoppers. Given the importance of hedonic/experiential value to shopper, the 4Es may lead to a distinct competitive advantage for the mall, thus contributing to its success (Srinivasan & Srivastava, 2010) . The present study examined the effect of the 4Es on creating a better shopping experience for Indian consumers, which may help ensure profitability alongside growth.
The combination of retail stores (e.g., apparel, electronics, fashion accessories, footwear, and beauty & skincare products) and non-store aspects (e.g., hair salons, massage parlors, restaurants, cafes, food courts, theatres/multiplex, and gymnasiums), which distinguishes the mall from most other retail venues, provides ample opportunities to offer the 4Es. For instance, entertainment experiences are offered by multiplex theaters and children's amusement activities, and esthetic experiences come from lavish interiors of high-end brands. Therefore, the purpose of the present study was to explore the relationship between the 4Es and perceived experiential value (i.e., emotional, social, and sensory value) (Sweeney & Soutar, 2001 ) associated with both retail stores and non-store aspects of Indian malls. 
